Editor's Introduction

Electronic Commerce in China
Since early 2000, the commercial use of the Internet has opened a new era of electronic commerce. Online businesses have quickly propagated from the United States to the rest of the world, including the highly motivated, newly developed China market. Even under the tight control of the government, electronic commerce has been one of the fastest growing sector in China. For example, the Internet users jumped 28.9% to 380 million and China's online sales in 2009 are reported to be from 250 billion Yuan ($36.6B) to 265 billion Yuan ($38.8B). These facts show that China is not only a world plant but also a big online market. The Shanghai-based iResearch estimates that by the end of 2010 there will be 145 million online shoppers in China.
Typical online shoppers are relatively young, between the ages of 18 and 35, and slightly more women shop than men.
While most textbooks and western media focus on successful stories of American-based companies such as Amazon.com or Netflix.com, e-commerce in China has grown in its own path. In addition to the generic e-commerce websites, there are many specialized e-commerce websites that focus on a particular industry. For instance, ctrip.com (listed on Nasdaq) for travel hires more than 9000 employees and an average of 80 percent revenue increase in the past decade. By any standard, this is a very impressive performance and is worth much in-depth investigation.
In this issue, we publish a case study on one of the biggest e-commerce company, Alibaba.com.
In the paper, Huang, Hu and Lu describe the evolution of the company from the business ecology perspective. They outline the feature of the company in four different stages. Although the information may be far from adequate to reveal the secret of the company's success, this is a good start to study this part of the world.
The second paper in the issue extends Gattiker and Goodhue (2005) to look into how environmental uncertainty and organizational context affect the organizational characteristics and the overall performance of ERP implementation.
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